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Agenda

» Mayor’s Welcome

» Secretary Belton, DNR

» Hollis Minor, Economic Dev Director
» Access Annapolis Toolkit

» Attracting Customers via VAAAC

> Q&A

» Networking
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A Foundation of Research

» Survey

» Stakeholder engagement
» Listening sessions

» Comparative analysis

» Feedback loop
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Annapolis is Unique

. v' Maritime
Marketing
" \/ "
Vision + Everything for your boat
Direction v' Historic, beautiful location

Comumon factor: “core truths” consistent
Challenge: diversity of maritime businesses
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Access Annapolis

It’s Better on the Water
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Access Annapolis

Messaging It’s Better on the
. Water
Foundation + Structure

Characteristics
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Messaging Characteristics

Waterfront! (it defines Annapolis)

Historic

Boating, sailing, yachting

Beautiful, scenic location

Maritime ambience

Has it all, everything for your boat in one place
Community, family, fun, diverse

Romantic, friendly

In-demand skills, maritime lifestyle
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Target Audiences

Primary Secondary Tertiary
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Access
Annapolis

b

Sy

= (= N
Access Historic Hospitality Access Family Fun Access A Rewarding Career
* Everything for your boat & historic sites. * Connecting & creating authentic memories. * In-demand skills. Maritime lifestyle
A
P ¥
Access Annapolis

It's Better on the Water
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The Marketing Toolkit

v Logo files in standard formats for print/digital

v Logo guidelines
v" Digital + print ad templates
v Rack card design
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The Marketing Toolkit

v/ Banner stand template

v Brand checklist T¢ll Y0

v Press release template

v" High level action plan
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Logo Guidelines

Acoess Annapnli.'.' LOGD GUIDELINES

s Betier on the Wi

Logo Ussge
Thes o Srwmpols kogs shousd mever B sivsiched or sousssed mnd shouid shwes Ba sealsd progedicnsisy
Thes tmggiine: ¥ Bstisr on the: Waiter” ifould shemys sppeer with B logn m st s B document.

How to use the different
file formats + accepted e -

] EMYK er full eoler s e for full coior printing §e; ghosery mmgusine

brand colors.
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Access anpﬂ|l5
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ArmemAn T Lam
ArremAn el R

ST et
ArvemtnrmpatafGE oy
ArsmAnrmcotafGE. g

A uil whits varsion of the Acoess
Arnsgpriin loge hus Bsan prided for
e thes bogo nsd Ao sppeer on 8
binch or wolid color ok ground

Ao Aol g
Ao Amnpol b prg

Logo Color Schame:

Red Pantors 19350
CMYHK: 0100 &7 &
RGE: 206 31 65
HEX: & caltdl

Dark Blue Pantons T482
CMYK: 10050 010
RGE: 885140

HEX: # 085580

Lignt Blue Fantone 2356
CAMYK: 201100

AGEE: 0 167 235
HEX: # 00aTal



Print Ad Templates Yowll have space to

personalize each plece for
Acc;ess Adventure A Your business.

Access

Maritime

Access
| Marltlme

— ~
Access Annapolis
It's Better on the Water

20N
Access Annapolis
It's Better on the Water
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Rack Card Template

Access
Family Fun
Adventure

The bottome and the back
are open for ’ ’
persona Lization on this
4X9" rack card.

Maritime Ambjangt
HiStory

— N
Access Annapolis

It's Better on the Water
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Digital Templates Access Everythlng

Several standard digital
sizes are prov’wleol.

-— -
Access Annapolis

It's Bester on the Water

—
-

L

Ac cess Annapolls

— ‘ —
— /AN
“ess Annapolis

e W
Ac cess Annapolls It's Better on the Water

" Betier

Access g X 19
Everythin e i) Stakeholder

iti 4 U8 Logo/Info
Maritime . &% Y g
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Branding Checklist A

Access Annapolis
Weal

IW's ety o dhe Ve'aler

This chexkiist will help keap your brand on target and ensure consistancy. Provide coples o
those who work with your brand, 50 they keep your brand vital,

1. Does this marksting reach or address the target market(s)?

A consistent brand may rmany
result in more effective o
marketing and Lower 2. Arethebrand o “rule’ olowed?
overall costs. crerrase

Photograghy

Graphic style

Cors messags(s)

3. Rewiewedfortypos _ Yes _ Mo
4. Task Nt the overall afrategy? _ es _ Mo, Jmpactanalyzed?_
5 letinthebudget? _ Yes Mo
a. It not, where wil the funds come from?
5. Ofther notes
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PR
regular/online

news media E-marketing

n Website /
H Igh Level bloz S(I):ts / Social media
SEO

Action Plan Telling the

maritime
Referral (and your
programs business)
story

Cooperative/
partnership
campaigns

Print
advertising

Client
relationship
marketing

Digital

marketing

vitalink® p. 17



DA itzlink

PR

regular/online _
news media E-marketing

For exa mpte,,.\ Website /

blog posts / Social media

SEO
Telling the

maritime
Referral (and your
programs business)

story
Cooperative/

partnership
campaigns

Print
advertising

Client
relationship
marketing

Digital

marketing
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The Marketing Toolkit

Go to www.accessannapolis.com to find the
Marketing Toolkit + copies of today’s

presentations
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Next Up...

v Welcome Frank DiVenti, VAAAC
v Q&A
v" Networking
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